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Abstract 
We propose a communication which will reflect on the need for organizations –public and private wishing to operate 
internationally to have communicative resources that go beyond the purely linguistic and which meticulously care aspectos of 
non verbal communication that integrate and value the interculural communication. In the globalized world we live in, not to 
possess mastery of all the communicative processes in addressing international negotiations can be disastrous for organizations. 
In that sense, we propose a reflection on the main aspects that private and public organizations must take into account when 
planning international action. 
© 2014 The Authors. Published by Elsevier B.V. 
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1. Globalization and its characteristics 
Today, it is almost impossible for a nation to live isolated from the rest of the world because we are in a 
globalized world. This means that we are under the influence of a phenomenon called 'globalization Thermo' which 
is difficult to define, and that generates all sorts of disputes. According to Beck (1998) is "the word [. . . ] "worse 
employed, less defined, probably the least understood, the more nebulous and politically the most effective recent - 
and no doubt also the next" (p. 40). Because of the variety of aspects dealing with cover, Thermo is a complex 
concept. It can be seen from very different perspectives: economic, political, social, etc. , all of them independent, 
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but at the same time interconnected among themselves. Cervantes, Xercavins, Cayuela e Sabater (2005) considered 
that globalization has six basic characteristics, which summarized would be: the level getting problems, 
interdependence, distance between the origin and the end of a phenomenon, the action of the man in the middle, the 
speed of change, and uncertainty. Petrella (1996), encapsulates perfectly the essence of the termino: globalization 
refers to the multiplicity of linkages between the status and societies which make up the present world system and 
interconnections. It describes the process by which events, decisions, and activities in one part of the world come to 
have significant consequences outside individuals and communities in quite distant parts of the globe. (p. 62) 
Proponents of globalization ensure that the phenomenon always helps to progress to the different countries. This 
happens because "open borders allow new ideas and technology flow freely in this world, drive the knowledge of 
productivity and increase standards of living. " (Carbaugh, 2009, p. 21). 
1.1. Economic globalization and international business  
Otero (2008) ensures that globalization is a process in which economic activity in a country beyond the borders 
of the same and seeks to integrate customers and products from other countries of the world: we can conceive of 
globalization as a process in which national boundaries of the economy blur to facilitate a freer access to the factors 
of production and finished goods markets produce, and as a consequence, a growing economic integration [. . . ] 
between all countries. (p. 9) That economic integration that Otero peaks of only can be achieved through trade 
relations between one or more states; or to put it in another way, by international business. Rodriguez (2007) 
exposes the following: "with great frequency, unfortunately, who know a single cultural employer believe that they 
have knowledge of the cultural characteristics of other places. Unless they have been able to make comparisons with 
other cultures, perhaps even know the most important characteristics of his. "Also the fact that each society 
considers that its culture is superior to the other (ethnocentrism) and their attempts to introduce his style to find a 
fierce resistance". (p. 159) The truth is that culture plays a decisive role in the global world, and therefore in the 
field of international business. Luckily, there are disciplines and formulas to recognize employers of other societies 
conduct and act according to them; it is the case of Sciences such as sociology and Ethnology, but throughout this 
work we discover that no other has both potential and public relations in the international protocol. 
1.2. The evolution  of International Business  
International business was born after the second world war when a group of agencies, including the International 
Monetary Fund or the World Bank, tried to put on the so-called new international economic order. As a 
consequence, international business suffered a rapid process of evolution, of which some important aspects can be 
highlighted. Then I turn to quote some of these crucial points, collected Otero's article (2005). During the 1950s and 
1960s, according to the author, world trade increased notably and also foreign investment flows. In this period 
American multinationals played a fundamental role, which operated in Europe and returning benefits their 
homeland. At the beginning of the 1970s, Europe rose strengthened postwar. European companies, despite not 
having a large size, resources, or experience in the global context (characteristics that American multinationals had), 
began to act competitively, both domestic and abroad. In the 1980s, the Asian dragons awoke and increased the 
rivalry throughout the globe. That fixed international competitors ports required to attend much more complex 
markets, where the barriers to entry were older and much more difficult to overcome cultural, economic, political 
and social differences. Perhaps that is the reason why, in the so-called globalization, partnerships and processes of 
economic integration is generalized. This situation caused growing competition between enterprises, Interstate, and 
between the various economic regions of the planet. Thus, already in the 1990s, companies were born global, 
exporting and drawing the necessary guidelines to begin its process of internationalization as soon as possible. After 
this international business entered the new millennium it was in a new phase of development where the trends that 
emerge are different; where the globalisation of the markets set new world order; where business between different 
countries is an imperative categorical; and where emerging economies are the new goal to achieve. In addition, in 
this new context, small enterprises, the ONG´s, and even virtual companies have the opportunity to participate 
competitively in the global market to understand the implications and what lead to this kind of trend for the whole of 
relation with other states, it is necessary to determine what they are. 
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1.3. Trends shaping today’s global economy  
The global economy today has implied a number of trends that corroborate the need to internationalize 
companies carrying out business in the global context. 
Currently, it seems impossible that a nation's economy is thriving without the help of other countries, especially 
in a context of a crisis like the present. 
To acquire international partners with existing relationships do leaves no choice but to jump on the bandwagon of 
economic globalization. Gonzalez Gurriarán et to the. (2000) point out that economic globalization is an incentive 
for companies to compete in the international market and unleash their full potential: "the globalization of the 
economy is forcing companies to compete in world markets and hence the interest in international competitiveness". 
(p. 19) In addition to be clear about this, we have to understand what are the socio-economic trends that govern 
international relations in the 20th century (Gonzalez Gurriaranet al. , 2000): x The progressive growth of foreign trade. x Increasing global production continued. x The relentless progression of the direct foreign investment. x Ongoing development of the international transfer of technology. x The gradual increase of international capital movements. x The growing economic significance of international cooperation. x The increase of the regionalisation of the world economy. 
All of them, to a greater or lesser extent, constitute the new order of the world economy. In addition, we can say 
that it is a way to invite the companies in a country to conquer foreign markets, given that the influence the 
competitors in the market of origin puts detriment their competitiveness at the national level. 
Concentrated efforts to establish a fruitful negotiation in these regions of the planet is a practice for today's 
entrepreneurs. At the end the countries that comprise them are powers which lead the world, given the numbers 
contained in thousands of rankings. 
1.4. Reasons to internationalize 
Internationalization is a business activity that any company with an iota of practical global influenza. Otero 
(2008), considered that the engine of economic globalization in a region is the internationalisation of its business. It 
ensures that this process enterprises gradually increase its commitment to the activities and international business, 
and that is why they dare to expand their business operations beyond national borders. 
Internationalization, according to the author, begins when the company considered this option as a business 
strategy; especially when it comes to experience in bands or profitability growth. However, while it is one of the 
primary reasons, Otero (2008) notes that entrepreneurs who make the choice of internationalization to do so for the 
following reasons: 
• Lengthen the life cycle of a product that is already obsolete in the domestic market or in the phase of decline. 
• Offset the rise of competition in the market today allowing them to act on less saturated scenarios, competitively 
speaking. 
• Maintain activity and diversify risks, especially in times of crisis. It can be that the domestic market is unable to 
absorb the surplus, but there are markets able to do so thanks to its different pace of evolution. 
• Offset the seasonality of supply and demand, avoiding or reducing the oscillations that both phenomena. 
• Achieve greater economies of scale, achieving thus reducing costs. 
• Gain more competitive advantages to offshore some of their activities. 
• Enhance or increase the prestige in front of customers, suppliers, etc. 
 •Gain knowledge and experience, starting to operate in foreign markets, foreign consumers and different trends of 
consumption. 
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1.5.  An important factor in international business: the culture 
When a businessman ventures to make their way overseas, it is often not to repair the cultural issue, because it is 
more concerned with other aspects that play a crucial role during its cross-border negotiations, as for example, the 
economic type. To think this way, relegated to the role of culture to a second level, and most of the time, feared 
culture shock is so awful that it leads to the failure of the negotiations even before you begin. 
As says Maldonado (2006), culture is the marginal element of the international negotiations, which only takes it 
into account when it is face to face with our foreign partner and the first misunderstanding appears, caused by the 
inevitable cultural contrast between both parties. 
To avoid those cultural interference and make sure any issue is resolved fluidy and agile, the first step is to know 
in depth the culture of the other party and give the weight that really holds in the field of international relations. 
According to Llamazares (2011), the study of this issue in the field of international business is not new, in fact 
Hall (1960), Hofstade (1991), Schuster and Copeland (1996), the North American Salacuse (1991) and even 
himself, have already tested the degree of influence exercised by culture in international relations, and detailed some 
points of reference on which to understand a little more this broad phenomenon. 
 
1.1. What is the culture and what are its components? 
 
The culture, far from having a strict definition, enjoys a large number of nuances that not even ethnologists 
venture to detail in depth. Even so, the most widespread definition between the professionals of this field is as 
follows: set of beliefs, rules, techniques, institutions and instruments that characterize human groups. (Rodríguez, 
2007) "Cultural values, despite being intrinsic to each company, are not something innate in the individuals that 
compose it, in fact people are not born with a few patrons of conduct specifically, but that these patterns manifest 
themselves after a process of learning by the individual", i. e. , culture is learned and acquired of a particular 
context, and is reflected in certain situations, for example, during international negotiations. 
However, its classification is crucial, and that is why, in a widespread manner, it is considered a culture is 
composed of the following elements (Rugman and Hodgetts, 1997): many societies, the dominant religious 
principles govern the style of life of its inhabitants, the endorsed social customs, their hours of work and rest, the his 
employer food and even their superstitions. Why the dogmas of the faith are an important factor in international 
negotiations and should be analyzed carefully. 
The values and attitudes: the values are beliefs about what is morally good or bad, while attitudes are cultural 
biases that lead us to act and think in a certain way. In international negotiations, both concepts influence 
considerably, since the manifestation of values attitudes reveal us as society. For example, American society is not a 
macho society, since in United States the equality between men and women is a rising value, displayed in attitudes 
such as that they occupy positions of responsibility in large companies or there are laws against sexual 
discrimination. 
The manners and customs: the customs are established practices over time or repeat having by common in a 
society. Meanwhile, ways or manners are behaviors that are judged as correct and appropriate within a community. 
When we talk about international business, both concepts acquire true significance, since they have an impact on our 
actions, and therefore in the image that we are offering to our foreign partner. For example, in United States is a 
very common habit that a boss give a rose to his Secretary as a sign of gratitude for a job well done. In Latin 
countries, a gesture as well in the labour field be considered partinappropriate, because that shows is that the head if 
they feel attracted to his Secretary. In Spain, make some kind of noise as if as it is a demonstration of bad education, 
while doing so in the Japan is an example of good manners, which shows that the food is delicious. 
Esthetics: it is what a culture considers attractive, beautiful and tasteful, is usually represented through the arts, 
music, folklore, dance or literature, and study it serves to understand the behavior, attitudes, and even the values of a 
society. 
Education: is the process of learning that prepares a person to face the working world, so put into practice their 
knowledge and skills resulting in profitable for your company. Low rates of illiteracy cause that a society is 
economically more productive and more advanced in such fields as the new technologies or research, that this factor 
is so important in the international relationship. 
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The material elements: are all products manufactured by the people in a society. When we talk about material 
elements or material culture, we are not referring simply to physical objects, but we are also paying attention to all 
their referential frame, his way of creation (technology), needs that meet, and even why if they created (economics 
of the situation). Technology used to influence significantly in the values of a society, as well as their standard of 
living, and so there are materialistic societies that if set only in economic or productive parameters, its rules revolve 
around those concepts and believe to be able to control what happens, rejecting ideas such as fate or orange 
blossom. For this reason, material culture is a factor so distinctive societies and others, and therefore, so important in 
the field of international negotiations. 
Social organization: it is the structure that defines the relationships between the members of a community, and 
may be governed by a patron of kinship or freedom of Association based on common characteristics. In the field of 
international business, know this type of issues is essential, both to understand the personality of our interlocutor, as 
to know the references of the market in which we are trying to find a business opportunity. 
In addition to these elements, that certainly is described as people of a particular society and the importance that 
denotes the culture in the field of international business, another factor that there also forms part of the list and is 
charged of capital importance within a society is the language. 
1.6. A special cultural element: language 
Language is the main means of communication that individuals in a society use to transmit messages to the other. 
When we think of that concept, the mind takes us to the universe of words and verbal communication, however, 
language is also reflected in gestures and the body language of people, known as non-verbal communication. 
In some societies the nonverbal communication becomes as important as verbal, and that communication in 
international relations is necessary to disseminate concisely the two aspects of the language. 
When a businessman is willing to negotiate at the international level he should be prepared to demonstrate a 
competency in language that communicates its foreign partner, because only in this way will there be truly effective 
dialogue to understand all the nuances of their culture, decode the information without the need for an interpreter, 
and decipher the double meanings of certain phrases and expressions that acquire a certain meaning given the 
context in which we find ourselves as these phrases. Second Carbaugh (2009), are bearers of the culture of the place 
and represent the special way that locals have to see certain aspects of human life. 
Managing the technical skills of a language, although it is unavoidable, is not enough to engage in the 
international context, as in most traditional societies, as in the case of China or India, non-verbal communication 
acquires special relevance. 
Non-verbal language, second square (2007), includes all of its most characteristic aspects in relation to three key 
concepts: the Kinesis, the paralinguistic, the cronemica and straight, i. e. items referred to within the discipline of 
the Protocol. 
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